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How the Amendment to Taiwan Budget Law Influences 






The thesis explores how the amendment to Budget Law influences the practice of 
"selling the news" among Taiwan news organizations, especially whether the 
amendment improves the feeling of journalism professionalism and the sense of 
professional identity of journalists. 
Using literature analysis and in-depth interview as research methods, the thesis 
finds out that the amendment only influences political placement in news. The 
commercial placement in news still prevails. Government, although no longer allowed 
to implement placement in news, replaces political placement with commercial 
placement by hiring a third party, including profit-making advertising or P.R. 
companies and non-profit making organizations, to carry out its propaganda programs. 
Therefore, practices of placement in news still prevails. The thesis concludes that the 
amendment doesn’t help in improving the feeling of journalism professionalism and 
the sense of professional identity of journalists.   
Regarding whether government should regulate placement in news, interviewees 
present various opinions. Some believe it is a positive action for the government to 















mechanism where government should keep its hands off media and media should 
implement self-regulation. However, all interviewees are skeptical about the 
effectiveness of government regulation and the possibility of real-sense 
self-regulation from media themselves. 
The thesis at last suggests that regulation on placement in news should be included in 
laws of advertising and authorities should encourage journalists to report the 
wrongdoings of media during their journalistic practices. 
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表 1-1 新闻局 2003 媒体通路组合招标基本需求表 
媒体类别 基本需求 
电视 1. 公营事业商品广告时段。 
2. 置入性营销（含制播及时段）：如专题倡导，戏剧类或综
艺性节目、谈话型节目或深度报导、协助活动倡导。 广播 
                                                     
①
 郑自隆. 置入式行销不是毒蛇猛兽[J]. 动脑杂志，2003，(324)：70. 
②































到 2010 年 12 月中国时报资深记者黄哲斌将自己的辞呈发表在个人的部落格
（blog）上，在台湾掀起了新一波“反政府置入”高潮。 












                                                     
①
 黄哲斌个人部落格文章《业配人生 1》 http://blog.chinatimes.com/dander/archive/ 2010/12/13/ 
57952 4.html 
②







































闻化”、“新闻  置入  行销”关键词查阅所有相关的学术文献②，删除重复的学
                                                     
① 黄哲斌个人部落格部文章《业配人生 1》http://blog.chinatimes.com/dander/archive/2010/12/ 


















术文章及非学术性质的杂志报导后，计有 75 份，其中博士论文 2 份、硕士论文
28 份、期刊论文 45 份。笔者再将这些文献的侧重角度分为“政策”、“传播”、“新
闻”、“广告行销”、“阅听人”五类①，政策类有 7 份、传播类 8 份，皆为期刊论
文；新闻类总计 24 份（硕士论文 13 份、博士论文 1 份、期刊论文 10 份），其中
侧重探讨对记者的观点及影响者有 5 份（博士论文 1 份、硕士论文 2 份、期刊论
文 2 份）；广告营销总计 26 份，其中硕士论文 10 份、博士论文 1 份、期刊论文







是在 2003 之后才有大量产出（2003 之前的学术文章仅 2 则硕士论文），主因即
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